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Go outside the box. Go pizza-shaped. Or 
perhaps donut, baseball or cheeseburger. On
August 10, the United States Postal 

Service will launch Customized MarketMail (CMM),
a new advertising mail product in eye-catching,
novel shapes.

These literally-outside-the-box shaped pieces will set mailers apart

by visually communicating their products and services. The local ice

cream parlor may appear all the more inviting to a potential customer

who receives a two-scoop image of the real treat that awaits.
continued on page 2
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T he Postal Service has
been developing a
new First-Class Mail

service called Friend-to-
Friend Mail (FTF) for use
in your marketing mix. FTF
will be an innovative new
way for advertisers to deliver
a message to potential cus-
tomers by using their cur-
rent customers. It works like
a “referral” from one friend
to another. And it really works
— because you listen to your
friend’s recommendations, right?
Mailers will be able to use FTF to
promote products or services, meet-
ing notices, thank-you notes and

other applications.  
On April 10, 2003, the Postal

Service closed entry into the pilot
test of FTF so that efforts can con-
centrate its efforts on the steps

necessary to turn Friend-to-Friend
Mail into a permanent service 
offering.  

Current test customers are
allowed to distribute already-pro-

duced cards until July 31,
2003. After that date, no
additional distributions of
cards will be permitted.   

Feedback from cus-
tomers and information
gathering during the pilot
test are helping USPS gauge
market receptivity, deter-
mine technical requirements
and identify operational con-
siderations for Friend-to-Friend
Mail.

You can get more information
about the Friend-to-Friend Mail
program by contacting your local
USPS representative or e-mailing
f2friend@email.usps.com.  

The hardbound edition of the
National Five-Digit ZIP Code
and Post Office Directory

(Publication 65) will be discon-
tinued in 2004 due to rising costs
and low customer demand. 
Softbound editions will still be avail-
able at $31 per set.

Publication 65 lists ZIP Codes,

Post Offices and street ZIP Codes
for all cities with more than one
delivery ZIP Code. The directory
also contains information on proper
addressing procedures, delivery
statistics, new ZIP Codes, 
discontinued postal units, 
service-improvement programs,
USPS organizations and a list of

special ZIP Codes. 
To order the 2004 softbound

edition, customers should use a
new order form — National Five-
Digit ZIP Code and Post Office
Directory Order Form For Mail
Order Use, PS Form 4243. 
Publication 65 will ship in early
2004. Remaining copies of the

2003 hardbound edition are 
available for $37.50. To order, 
customers can use the form at
http://www.usps.com/forms/
_pdf/ps4243.pdf.  

More info? Contact the National
Customer Support Center at 
800-238-3150. 

Hardbound Pub 65 will be discontinued

A “friendly” note for you

“In the battle for
audience attention, Cus-

tomized MarketMail will allow
business mailers to differentiate
their products in the mailstream,”
says Nick Barranca, vice president
of Product Development for the
Postal Service. “Within certain size,
weight and thickness limitations,
Customized MarketMail can be
virtually any shape and design the
mailer desires. CMM will let adver-
tisers put their creativity to work,
designing their mailpieces to deliver
high impact, demand attention and
generate greater response rates.”  

As its name implies, Customized
MarketMail must be prepared and
mailed in special ways.  Business
mailers must have or obtain a Stan-
dard Mail permit, send a minimum
of 200 pieces per mailing — but
not necessarily per destination deliv-
ery unit — and dropship or deliver
them to the ultimate destination
facilities for handling. The postage
rates for these distinctive mailpieces

will be 57.4 cents for Regular 
Standard Mail, and 46 cents for
Nonprofit Standard Mail. Sending
individual pieces or depositing them
in mailboxes or collection boxes is
not permitted. Mailpieces may be
up to 12 inches high by 15 inches
long by 3/4 of an inch thick and
weigh up to 3.3 ounces.

“Customized MarketMail is
an exciting new development in
an industry that welcomes inno-
vation,” says H. Robert Wientzen,
president and CEO of the Direct
Marketing Association. “Business
mailers are always interested in

new creative applications of mail,
so the industry is going to welcome
this new technique. There is no
doubt that CMM is the shape of
things to come.”

Mailers’ ability to use Customized
MarketMail became a reality 
earlier this month when the U.S.
Postal Service Board of Governors
approved the proposal for this 
advertising mail product.

You can learn more about the
technical requirements for sending
Customized MarketMail in the July
10 issue of Postal Bulletin, avail-
able online at www.usps.com.

continued from page 1



INFO @ USPS
SMALL BUSINESS TOOLS
Get new customers. 
Meet customer demands. 
Around town or around the world.
www.usps.com

SIMPLE FORMULAS
Use the mail to grow your business.
Order a Simple Formulas kit.
800-THE-USPS, ext. AD4433

BRINGING THE POST
OFFICE TO YOU
Visit www.usps.com

QUESTIONS?
We have the answers. 
Rates and mailing information.
ZIP Codes. Post Office location.
Much, much more.
800-ASK-USPS

SHIPPING INFORMATION
Express Mail, Priority Mail and 
package support line. 
800-222-1811

PRINTING LABELS
Your shipping label is just a 
Click-N-Ship away. 
www.usps.com/clicknship

Direct marketing mail takes a big step forward

On-time delivery of a high qual-
ity mailpiece is the mutual
business goal of the Postal

Service and its advertising cus-
tomers. Both got boost when the
first of many advertising mail serv-
ice providers became certified under
the Mail Preparation Total Quality
Management Program (MPTQM).

“This is the wave of the future,”
said Scott Hamel, the MTPQM pro-
gram manager. Two direct mail 

processing facilities of Harte-Hanks,
Inc. were certified in May.  “Their
Grand Prairie, TX, and Cincinnati,
OH, operations are just two of sev-
eral dozen professional mailers who
registered for the program last year
and now are beginning to come on
line. These two Harte-Hanks loca-
tions are the first to be certified.”

MPTQM is a systematic process
for ensuring quality during the
design and preparation stages of

the mail. It was designed several
years ago with direction from mail-
ers. This voluntary program is pro-
vided to interested mailers at no
cost. It’s so flexible that every mailer
of letters and flats (except Period-
icals) can use it.

“MPTQM certification provides
our direct mail customers assur-
ances that they have a partner who
knows and understands mail prepa-
ration processes thoroughly, and

has the discipline to prevent and
to correct errors before mail enters
the USPS system — raising the
quality bar for the entire mailing
industry,” says Charles Dall’Acqua,
senior vice president, Harte-Hanks,
Inc.

Visit the USPS website at
www.usps.com/mptqm for the
information you need to get 
started. 

GOING TO KANSAS CITY
PCC LEADERSHIP
CONFERENCE 
– SEPT. 21

The fall National Postal Forum
(NPF) in Kansas City is fast

approaching, and the PCC Lead-
ership Conference, set for Sept.
21, is shaping up to be the best
ever. Change is on the agenda as
the focus of the conference shifts
from the process of PCC opera-
tions to enhancing the value of
customer relationships.

“Last spring, I joined the chief
operating officer at the leadership
conference and found it a won-
derful experience,” says USPS
Chief Marketing Officer Anita Biz-
zotto. “Since then, our staffs have
spent a lot of time thinking about
how to improve both the confer-

ence and the work of the Postal
Customer Councils. The results
from that effort will add value to
the fall event, and both (Chief 
Operating Officer) Pat Donahoe
and I are excited to be again play-
ing a role.”

Learn new ways to engage PCC
members through seminars, mail
center management programs and
events targeted to their business
needs and interests. And, don’t
miss the opportunity to hear about
the redesign of the National PCC
website. It’s getting a new look,
new features and new user-friendly
capabilities, and it will include
guidelines for establishing and
managing local PCC websites.

“We’re committed to the trans-
formation of the leadership con-
ference and we’ve made some sig-

nificant improvements for the fall,”
says John Wargo, vice president
of Service and Market Develop-
ment. “I think any PCC leader will
find a lot of value in attending the
September conference.”

Be sure to visit the national PCC
website at www.usps.com/nation-
alpcc in the coming weeks for
updated program information about
the NPF. 

Kansas City, here we come! 

FROM THE HEART OF
TEXAS...

Business mailers and the Postal
Service have established a new

PCC in Texas: Central Texas PCC.
Congratulations! Its members hail
from Waco and the surrounding
area (Rio Grande District). The
PCC is led by Industry Co-Chair
David Anderton and Postal Co-

Chair David Sanderson. So far, 38
members have joined. Wishing
you many successes and members
growth for many years to come!

...TO UPSTATE NEW
YORK

The Postal Customer Councils
of upstate New York bring you

the Mail/Technology Expo Sept.
18 in Syracuse, NY. The Expo was
named at the last National Postal
Forum as the nation’s best “joint
PCC event.” This year’s event
includes a stellar lineup of featured
speakers and 20,000 square feet
of exhibit hall devoted exclusively
to mailing, print and mail center
security needs! To register, 
call 877-369-5298, or visit
www.cnypcc.org for more infor-
mation. 

News from and for Postal Customer Councils 
www.usps.com/nationalpcc
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USPS TAKES AWARD
FOR INTERNET
OFFERINGS

The Postal Service received the
e-Gov 2003 Explorer Award for
exceptional delivery of govern-
ment services through its Inter-
net channel, www.usps.com. 

In selecting from among 252
nominated agencies, e-Gov —
nationally known for evaluating
government websites — recog-
nized the Postal Service as an indus-
try leader in technological inno-
vations. These include the many
products and service offerings avail-
able on www.usps.com, such as
Click-N-Ship, The Postal Store and
hundreds of features that can help
you serve your customers better.

USPS AMONG TOP
COMPANIES FOR
MINORITIES

For the fourth year in a row, the
Postal Service ranks among the
best of the nation’s major compa-
nies in minority employment. 

Fortune magazine ranks the
Postal Service 11th on its “Best

Companies for Minorities” list.
Notably, the Postal Service remains
the highest ranked transporta-
tion/delivery service provider for
the fourth consecutive year.

“Fortune’s selection was based
on the Postal Service’s commit-
ment to hiring, promoting and
retaining an inclusive workforce,”
said the Postal Service’s Vice 
President for Diversity Develop-
ment Murry Weatherall. “Our
commitment to diversity is vital
to our organization.”

Fortune noted that even while
the total Postal Service workforce 
decreased by 3 percent, minority
representation increased, with
minorities comprising 37 percent
of new employees hired last year.

Also, the Postal Service is once
again the highest ranked delivery
company on Fortune’s Global 500
list of the world’s largest corpo-
rations. It is 27th.

CONSOLIDATION
ANNOUNCED

Five of USPS’s 85 district offices
are being consolidated into nearby
districts.

The changes will have no effect
on service.

In the Northeast Area, the admin-
istrative functions of the Spring-
field, MA, District are being
absorbed by the New Hampshire
and Middlesex-Central (MA) Dis-
tricts. 

In the Eastern Area, the admin-
istrative functions of Ohio’s Akron
District office will be absorbed by
the Cincinnati and Cleveland Dis-
tricts, and those of Pennsylvania’s
Lancaster District will be absorbed
by the Philadelphia and Harris-
burg Districts. There also will be
a limited shift of some adminis-
trative functions of the Harrisburg
District to the Philadelphia Dis-
trict. 

The Pacific Area’s Long Beach
District functions will be absorbed
by the Los Angeles and Santa Ana
Districts, while San Jose District
functions will be consolidated into
those of the Oakland, Sacramento
and Van Nuys Districts.

The five district offices will be
closed Nov. 14.

POSTAL NEWS BRIEFS

“The Forgotten War” will be
remembered for generations
to come with a new postage
stamp issued this month
honoring the Korean War
Veterans Memorial.

The Postal Service unveiled
the design of a new fundrais-
ing stamp supporting the

national fight against domestic
violence. The Stop Family Vio-
lence semipostal stamp will be
issued in November.

The price of the self-adhesive,
non-denominated stamp is 45
cents. As a semipostal, it is valid
for postage at the First-Class first-
ounce letter rate in effect at the
time of purchase, with the dif-
ference between the sales price
of the stamp and the underly-
ing postage consisting of a tax-
deductible contribution.

Funds raised in connection
with sales of the stamp, net of the
Postal Service’s reasonable costs,
will be transferred to the Depart-
ment of Health and Human Ser-
vices in accordance with the pro-
visions of the Stamp Out Domes-
tic Violence Act of 2001. 

Nation’s third semipostal

The Stop Family Violence semipostal
stamp was unveiled at a ceremony in
Denver, CO. Among those attending
were (left of stamp) Donna Peak, Vice
President Finance, Controller, U.S.
Postal Service, and (right of stamp) Sen.
Ben Nighthorse Campbell of Colorado.
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Customer input, website, key to flats strategy
The Postal Service is seeking

input from its customers on
its plans to automate the deliv-

ery of magazines, catalogs and other
flat mail. Mailers are encouraged
to review USPS’s Corporate Flats
Strategy on the Web and comment
through an e-mail address: Flat-
StrategyFeedback@usps.gov.    

“Our Corporate Flats Strategy
describes initiatives to provide 
customers with the best possible
service at reasonable rates,” explains
Senior Vice President, Operations,
John Rapp. “Using what we have
learned from automating letters,
our plan now is to automate flats
so that we can avoid costly man-
ual sorting associated with our 
delivery operations. This will allow
us to pass those savings to our cus-
tomers.”

Flat mail represents about 25
percent of total mail volume and
generates approximately $16.1 

billion annually 

in revenues.
Yet nearly half of
last year’s 51.6 billion
flats were not presorted for 
carrier delivery and were more
costly to process as they required
additional sorting.  

The Corporate Flats Strategy 
identifies near- and longer-term 

initiatives to drive down the $4 bil-
lion annual cost associated with
letter carriers spending nearly three
hours daily sorting mail prior to
making their rounds. Despite its

name, flat mail varies
greatly in

s i z e
and shape, and is
sorted on various machines or
presorted by mailers to carrier routes.

Because there is no single machine
that combines this mail, letter car-
riers also spend time checking
through as many as five separate
flat bundles at the customer’s mail-
box before delivering the mail.

The Corporate Flats Strategy can
be viewed at http://ribbs.usps.gov.
On the left column under “RIBBS

Links,” click the “Corporate
Flats Strategy” link. 

It’s about put-
ting the Trans-
formation Plan
into action.


